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Virginia Main Street Essentials
Marion, VA

A Main Street Community: i
— Main Street

NATIONALTRUST FOR
HISTORIC PRESERVATION’

Over the last 30 years...

Key Ingredients to Successful

SRET R ; - + Follows the 4-Point Approach Revitalization:
e . * Meets the 10-designation criteria

HISTORIC « Officially Designated

PRESERVATION

2. Solid Programming Value
»  Producing tangible and intangible benefits and
sustainable results

1. Comprehensive Focus 2. Strong Organizational Structure
>  Addressing ALL aspects that impact quality of > Balancgd leadership base that plans the work
life and economic vitality — The 4-Points. strategically and works the plan to success.

[sociaL | [Economic] [PRYSICAL | Main Street Board [ Organization ] [ Design ] [ Economic ] [ Promotion ]
T T T Restructurlng
Program Director

[ cwvic ]
T

[organiztion ] [ Promation | [EconResicuring | [ Design ]
+ Bringthe + Marketthe + DI the . the |
community together District's unique District i district' i - N y
to reach characteristics, basethrough appearance while rC ittes ‘ ‘ (r: itte ‘ ‘ c ER_M ‘ ‘ CD"A'!";'O
consensus, lead fosters positive business retention, preservingits ommi ommittee ommittee ommittee
efforts, and add image & position recruitment, and historic built
partnerships and as a centerof strategic use of environment
resources activity space

Kathy La Plante and Norma Ramirez de Miess
National Trust Main Street Center



Virginia Main Street Essentials
Marion, VA

Essential Resources:

1. People
2. Funding

The Secret to EFFECTIVE Organizations:

13

1. Building a Sense of Ownership that results in a
culture of engagement from everyone in the community.

2. Building an Organizational Culture that fosters
and rewards community engagement.

3. Building a Program Worth Giving (time, money,
and other resources) for — offer value.
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What is your local culture?

\ VOLUNTEERING

r Leadership or free labor
b By Plan or By Chance?

+ Comprehensive or
Single source?
* Purposed or general?

S -

- e e

“VOLUNTEERS
WELCOME
PLEASE CHECK AT OFFICE

Volunteering at MSP

Thank you lor your inlerest in vianting ( corribute. However, a this lime, there ars 1o
volunteer opportunities a the Main Strest Froject

Build a Strong
Sense of
Ownership

== Community Engagement

1
2
3
4
5
6.
7
8.
9
1

Who Should Be Involved?

. Property Owners Those who benefit
. Local Residents & Consumers J;?'I':'z;z i?::ﬁﬁ:
. Retail Business Owners be proactively
- Servce BusitessOwners | (RSN,
. Financial Institutions

Utilities & Local Corporations
. Municipal Government
. County Government  §
. Preservationists | ¥ Theleaders
0. Others < The Workers

< The Investors
% The Partners

« The Beneficiaries!

Kathy La Plante and Norma Ramirez de Miess
National Trust Main Street Center




Virginia Main Street Essentials
Marion, VA

When do people “OWN?” revitalization?

» When they recognize the NEED

* When we communicate / share not only the
needs, but clear opportunities for involvement

When do people “OWN?” revitalization?

When THEY recognize
the importance of
having a ROLE in the
process.

When WE recognize

that everyone has a
role in the process.
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When do people “OWN?” revitalization?

* When THEY
can “adopt” the
VISION as their
own

Staafy
[
| r § Vi sfon

When do people “OWN?” revitalization?

* When THEY can “adopt” the VISION as their own

* When WE define a VISION that reflects a unified
voice.

downtown

Our vision for a preferred Downtown Elgin is a destination where
the community works, lives, and enjoys, quality entertainment,
outstanding restaurants and delightful shopping experiences all in
the uniq tmosphere of Do Elgin in the Fox Valley.

My Downtown: betsy Couture
i Tremember s |hriving dovmtowar in the 1960s when my parents brought

e as a young girl to Grohs Leather Shop for a leather jackel with the long
fringe. When Lmoved (o Elginin 1978, downtown had become a mall, but

Istll enjoyed coming to Ackeman's and Spiess department stores. It was
fun to shop there because the sales people aways remembered you. But
then Spring Hill Mall openzd, the stores moved out and dawntown
became empty.

Lo 2000 shan Meishbcchand fon ol ith os

joined the cause immediately eager to assist in the revitalization efforts.

“92rs came (o the rascue, [
thmugh the yearswe

town is crenging
constantly. Will it ever be the downtown cf the watch factory days? I doubt it. Butitwill be a
downtown for a new gzneration to enjoy.

When I drive dovin Douglas Avenue every morrirg and see the sun rising on the Tower Building, it
is saying 1o us “I'm still here, Iwill thrive, and I will prosper again.”

That is my downtown.
]

When do people “OWN?” revitalization?

* When they move into ACTION
— Beyond “passive” support to active engagement!

Kathy La Plante and Norma Ramirez de Miess
National Trust Main Street Center




Virginia Main Street Essentials

Marion, VA

How Do We “Build” a Sense of Ownership?

« Start by communicating our purpose — MISSION

» Is it clear to everyone what you do?

» Are your goals clearly articulated?

» Is it obvious what difference you make?

» Will they make a contribution or become a friend?

» Will someone attend your
fundraisers because they

believe in the work you are
doing?
T
(e [

Taking a Look at your Leadership Base...

— el ‘M:_ w0 fomne] 7 [
L
: /
. —
. z X
: | i
O ] s
Who do you . [l How are you
have? What do the.y bn.'lng to the utilizing what they
Does your Organization? [l offer?
organization b L || Do their interest and
represent your 0es your organization skills fit with their
downtown and reflect your community’s

currentroles? Are
H you maximizing the

community? || demographics and talents?

use of their support?
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How Do We “Build” a Sense of Ownership?

» Our approach to “doing” revitalization

-y
»

L

-
Pl
-

g ’}é;zjr R Y
M‘ : ! ‘H;

People get involved in what they believe
is important!

Where People Volunteer (2008 to 2010}

s~ Educationzsl 25.9%
Hospital 9.2% /

othar ?.5%—-.__&

-' = -Sportf_ﬁris 3.1%

" Sodal Service 12.9%

Feligious 36.8% "

htto.//www. ingil ica.gou/VA

STAKE / REPRESENT

Does your leadership base
represent downtown and
. your community?

BOARD Downtown | Community

Downtown

R + Downtown property owners
Downtown business owners
Downtown organization
Downtown resident
Downtown employee

Community

City

County

Businesses
Organizations
Residents

Employees / Workforce

List your
board

__members Z x

Other:
T T + Outside the community

— Gond [ | o Does your leadership base
or Ethnie .
represent your community’s
L I demographics?
z. T
n i —
* Gender
+ * Female
s * Male
b T I
: L1 |
8 People QuickFacls Virginia usa
||| @ Popuiation. 2011 estirate £,006 604 311,581917
o, || @ Populstion, 2010 (April 1) estimates base £,001,050 B0E, 74,538
| @ Pepuiation, percont change, April 1, 201D 1o Juy 1, 2011 1.2% 0.9%
L @ Popuiation, 2010 £€,001,024 308,745,538
a @ Persons under § yeers, percent 2011 8.3% 8.5%
© Persons under 18 years, percent. 2011 22.9% 237%
P e -
ﬁm @ Femals persans, percent, 2011 50.9% 50.8%
1
T

T I T |

Kathy La Plante and Norma Ramirez de Miess

National Trust Main Street Center
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Marion, VA

— A Does your leadership base
- represent your community’s
L demographics?
2.
> Population by Sex and Age
. U 1l T2l Popeaason- 0 01 024
s *Under 18
* Under 30 i
- +30%s Il
- *40’s
*50’s i
5 *60’s Il
" * 65 or older
19
1
12
1]
NATIONAL POPULATION BY RACE STATE POPULATION BY RACE
UNITED STATES: 2010 VIRGINIA: 2010
emcewT oF popuLET sancin nasm1s 1 > =z
Whie alone o 7%t -'l Whits abane - T2%
TR 07 AT TZI%T "BIACK OF ANIEAN AR 20e TTE%
= T o s
TR e o i T
T TIIRT F s.:ws.:w GBI

T —

T o Wre Focss
29

T or Wore Races 1A%

T uzon

UNITED STATES: 2010

RTIONAL POPULATION BY HISPANIC DR LATING ORIGIN

STATE POPULATION EY H'SPANIC OR LATINO ORIGIN
VIRGINIA: 2010

Hispanic or _afinc 130% %
16.3%

Mot Hispanic or Latino 49% ¢

I .7

2 Nt Hisparic or Latino 9.2%
T ——- 1
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VOLUNTEER RATE B8 won [ o g | Dossyou leadarsi ase
b - represent your community’s
by age grouj 1 demographics?
e o z | ——
S
Race and
4. .
s
GENERATION X R L1
20-44 I~ Peonle QuickFacts usa
7. @ VWhite persons, percent, 2011 (a] TE1%
[~ 4 Black persans, parcant, 2011 (a) 134%
. . - 0 American naian Bna Alas<a Native parsons, peicent, 2011 (a) 05% 1.2%
o, 9 Asian persons, parcent, 2011 (a) 58% 5.0%
I— @ Native Hawalien and Dther Pacific Iskarder oersons. percent. 2011 (a) a1 02%
17 @ Persons reporting twve or more reces, percent, 2011 25% 23%
: 4 Persons of Hisanic or Latino Origin. percent. 2011 (b) 8.2% 16.7%
O Whie persons not Hispanic, percent, 2011 E45% €3.4%
12
OLDER ADULTS e T
] o I I |
Norms Ramiresde iess National Trust MaipStreet Conter | T asu £

Four in ten survey participants report having participated in volunteering activities
overthe past year. no significant differances across generation or ethricity

a
[ -

Mon Wnmen | 1888 1888 S5 |Camosian Afican.Hispan
American

Base: Total Americans.

Seven in ten Amerizans (63%) report thal
thay have donated moneyta an
organiaaton

ol Unitedlicabhcar: B0 S00 00
Do Good live Well Studvpdf

STAKE / REVEESENT INDIVIDUAL BACKGRUUND
L P P P Occupation Sl Itirests
Tl | e T = BE ] _vio
! Does your organization has a balanced
a skill base in all 4-Points?

Deslgn-

5 QOrganization—
i Public Relations / Communications
kills
N F 9
A Volunteer M
L |
. EconomicRestructurin .
5

- Eventorganizing
— Marketing / Image building
— Advertising

= Visual M

Kathy La Plante and Norma Ramirez de Miess

National Trust Main Street Center




Virginia Main Street Essentials 9/20/2012
Marion, VA

CURRENT INVOLVEMEN/SUPPOR L - . tdorhe ?SSESSEG\DIR:‘DL. NTEER LEADERSHIP BASE
c VD E _ = o sre your current velumteers, what b they brieg 1 the program, how are v e, and !
HOARD oael | since | Comminee [ redget | Landing TIMING Iength of service, terms, process NEN DESERVATIONS RECOMMENDATIONS
— - ;
i | =
Is your leadership base “actively engaged? : Funclog
: y i ¥ engag «Length of Service Seppot
. | /¥ — Long-term pioneers :
. | « Institutional knowledge ——
e / * Do they provide — Newer members i
. ‘ ‘ funding support? « Fresh perspectives, new skills
: | [re T —

7. « Board Officers (Executive Committee) s Terms? 4 ‘;:“.::::;':"‘" e
,i « President / Chair — Staggered? e

« Vice-P P '

_ ?

* « Secretary Limits?

+ Treasurer . . oy 1 1
: - Past President (2] +Who is doing recruiting? |1l | 4% 2
! « Members at Large — Between staff, volunteers ] - f—| e
T : . Recognizing the Identifying the
2 * Committee Chairs
! « Sub-Committee Chairs assets and the needs next Steps

[{1" « Project leaders —

Mismanaging Volunteers

[Mostnonprofits do notmanage their volunteerseffectively.
[Here is how often nonprofits thathave volunreers use good volunteer
management practices.

It’s a two-way street...

Good volunteer Percentage of nonprofits

management practices that use practice regularly

[Matching volunteers' skills with A5%

appropriate assignments Raising to the
Recognizing the contributions 35% Challenge:

of velunteers

Managing our

el i i " most important » What'’s your plan?

Providing volunteers with training 25% Resource: - DeVeIOpment: recruitment

| “Dereopment SN et
with volunteers recognition

Kathy La Plante and Norma Ramirez de Miess
National Trust Main Street Center
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i @' 2. Clearly outline leadership * o .
Developlng a VOIunteer ?{’ y i opportunities to engage all ?w
W % Pulling Together sectors of your community WILLENILS

Volunteer Program v “Job” descriptions

Matching volunteers' skills with
appropriate assignments

1. Identify program needs
v Assessment tool/exercise — board, committees

0 o [ [ [ o o 2
| I
“ — s I
| Funorasse Gengrar Menton
o UIE
Engaging all ages Building an inclusive Beyond Volunteering... leadership opportunities

organization
« Race / Ethnicity « Title
—Common values with MS
« Rich cultural heritages
+ Faith-based
« Family oriented
« Entrepreneurial focus Pt
+ Social-driven &

» Look at your “gap”
* More Young Volunteers

.

Position - goals, objectives e
. o . I R
Individual responsibilities/duties nmﬂ_ S|

i

.

— As included in Work Plan

- Schools (from Pre-K to « Supervision / Inmediate contact

HS) + Love Art/Music/Entertainment . .« Time expectahons
— Colleges & Universities .
_ Clubs - Differences \ * Qualifications / Skills or talents — e /

i + Business approach : needed ‘.*'*'-u... -

- Creatlng your own + Process of involvement H ¥

“Junior MS” « Sensitivities —real & perceived : + Benefits & Value f—

+ Comfort Zones : [
~ Language / accents Norma Rarmirez de Miess, National Trust Main Street Center l‘___\ educag ﬂ

Kathy La Plante and Norma Ramirez de Miess
National Trust Main Street Center
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Main Straet Program
Tasks and 1. Atiend ahalf day Board Member Crientation. Voluntesr!
SAMPLE BOARD OF DIRECTORS.JOB DESCRIPTION Lequirements: 2 Atiend the monthly Board of Direotors mestings, wissing no mors tha inutes of time
two meelings per year.
Position: Board of Dis (13 membe:
2 SRy 3. Serve on a Commities and attend Committee meetings. Young or old, Iots of time or not much,
Location: Office address: Brecutive Ootinitise Uhere’s something that wil eally hel:
Ovwanlzallon Commilt o professional services
Sehecule: Monthly meetings held the gecond Thwsday of the mowch from 2:005:00 prn. guu. i u"fml i H g:?;:e‘;srﬂ:semum=m
it Promution Cunmilles B Communications
Dtslgll Comucc O  Help in the >ffice
Term Length: Direstors are appointed for three-year ferms, with two consecutive terms ° _C‘<|°f-uvw .
—— Economic Restucturing Commitlee o ey hv g nhioers ool
4. Oversee planring and fiscal control for the Main Street Program and o Famers Market agas and with a variaty of ehile
Responsibililies:  Colleciively, the Beard of Direcors assumes legal and philosophical Brogran. o Golf Seramole

responsibility, and establishes policy, for all activitias of the Main Street Program _— A . . - Tell us your talents, baw mach
3oad mesbers provid lealesstip for e progran, raise operating and cagitel 5. Enstre that objectives and activities are ¢ onsisteat with the Program’s time yau hau, 3nd wal
Amds, participate ir committes zssigarents, and serve as adveeates of doumtown goals md objmﬁmL 11‘;':5 :;t ”:": 3

revitalization. Buard members represeat the lager view of why dewatown i 4 i & To see how sasy it i
e W & Review Progrm Plu::; nd budget, md evaluaie Frogiam effectivenes ouraties drerty. Yo s
7. Advocate for the Main Strest Frogram. et new people, male new
Board meynbers should demenstrate inferestin the Main Street Frogram's purpose 8. Atility end willingness to raise monies for operelion of the Center. graw! 3
and geals, and have specific expertence In or kmowlzdge of administiation, . : o ‘ et e . g C
dnance, program development, advertising, publi relitions, downionm budness %, Atiend saie Man Sreet everts such s leadershipmeetings, ewards i?l‘;:h;::z::.s\r::;rol‘.‘:r\‘-:er:n:nulle Mum!i:rectewd having fun doing it!

svity, sommmr catiors, desig, of sconomic developrent, Zach Bourd programs andior conferenees,
sesrber should bs willing to soramit 4 10 hours per month, exohnding mestings.

Contact the plice (o more information.

3. Outline “Coordination” process Providing the Tools that Build Leaders... Fora sl tht begins s 1 amand s 6
v WHO - roles - Staff, Org Committee, other committees o Excpfor s bour s, Forjoby sl
v WHEN —immediate, monthly, quar‘[erly, annua"y . . m $:00am | 9:00am | 10:00am | 11:00am | Noon | :00pm | 2:00 pm | 3:00 pm | 4:00 pm | 5:00 pm | 6:00 pm ;':a
v What else — budget allocation Mentorlng & Supporting Process B s b1
— Equivalent to “volunteer supervision” s Vo
il cven 34
Planned — Immediate assigned coordinator / staff? e s Vo #155
Coordination . St up sound Volunteer
« Scheduled monthly meetings — observer e _ v
. - = - i -di w W - Jcheck-in
Praviding voluntaers with training On? on-One Q&A’ advnce/re direct o Volunieer #13, 14,15, 16.
and professional development « Online communication — avoid overwhe ot _ — |
Training paid staff to work * Mailings — impersonal/ be careful. g Ty zﬁﬁﬁ :ig.wzl,zzzs,u.zs,zs
withvolunteers — Networking / Educational / Fun Activities # g S o TR
— Materials & Resources * h. o I D
Break down | ‘ | | | Volunteer #31,32,
Jbooths & 33,34,35,36,37, 38,
d Jclean up 39,40

Kathy La Plante and Norma Ramirez de Miess
National Trust Main Street Center
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Marion, VA

Leaders...

— Whenis the best time?

Jan-Dec

* Aug- board retreat

* Sep-Oct - planning meetings
« Nov-approval process

¢ Dec - share with stakeholders

Providing the Tools that Build

+ Set Leadership Development Schedule

Jul-Jun

¢ Planon anJan/Feb board retreat

* Mar-Apr— committee planning meetings

¢ May—approval process

* Jun-share with members and stakeholders

WEEK | MONDAY | TUESDAY | WEDNESDAY | THURSDAY | FRIDAY | SATURDAY | SUNDAY

* REFERRAL — existing
Committees and/or
Board leaders

* Program Director

* Events, Projects, and
Other Activities

* Application Process —
printed, online and

ocial tan

Search

[
Research &
Experience
* Making the FIT - Finding

out background, * Rest

How do we get and keep good volunteers?

* Recognition
* Retention
* Rotation

interests, availability —
before icati
during, and after

Management

\\

\\ _

| experiences.

Beyond Recruiting Volunteers...

... Building Leadership!

9/20/2012

Meet Main Street's Newest Volunteers!

Shelley wardwell gre

The area ana rancly wMeMCen Té
StPEST SN Nas recerTly ]

DasT VIDH
ere f10M LOIOMAG0 40 13 BCTET ADOUT

Build an Organizational Culture

that Fosters and Rewards
Engagement

Volunteer Support is as Good as Money!

Contribution in
MS Budget

* In-kind value of

Kathy La Plante and Norma Ramirez de Miess
National Trust Main Street Center
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Marion, VA

4. Track impact of leadership support

Dollar Value of a Velunteer Hour, by State: 2010

Flaasa nofe thet 3010 s the latas! yaar for which siafe-by-siafa aumbers are available Thers is & lag of alnost
one pear in the govemment's release of state level daia which explains why the state volunieering values are oms

yesr behird the natonal vaiue.

Alabama’ $1806
Alasca $2169
Arzona' $13 71
Arkansas: $16.43
Californie: §24.18
Colorado: $22 03
Connacticut: $27.77
Delaware: $22.34
Dist. of Golumbia: 533.61
Flonaa $14 65
Geoigla $20 36
Hawail $18.05
Idalvs. $15.93
Winos: 322 77

Indiana: $18.04
lowa: 817 22

Kansas §18.1%
Kentuzks: $17.65
Louisiana: $19.0
Maine: §16.64
Manyland: $22.77
Massachusells $26.84
Nichigan: $20.07
Minnesala $21.62
Mississippi: $15.43
Missouri $16.80
Montanre. $15.28

Mebraska: $1€.95
Mevads: §18 £2

New Hampshire: $21.26
New Jersey $25.64
New Mexice: $17.44

South Carclina: $4601
South Nakota' $15 60
Tenwessae 1021
Texas $21.91

Ulah: $17.92

New York $27.32
Naorth Carolna: $16.80
North Cakota: $17.49

Ohio $18.87
UKanoma: 317 49
Oragon $16 85
Pennrsylvania, $20.50
Rine Islamd. $19.57

West Virgiria $17.01
Wisconsn $16 20
Wyoming: $16 97
Pusil Rico. $11.41
Virgin Islands. $16.29

9/20/2012

* Development
Process

* Management
Plan

Before you ask for money...

-r

oes your organization n

\ PROGRAMMING NEEDS: what you want to achieve \

How much do you need - for what?

#
= " 4
= % N
Py e
[ organization | |

» Materials, tools, visitation
* Measuring tools

OPERATIONAL NEEDS: what you need to function ‘

« Staff / Personnel

« Office expenses

* Fiscal and Legal
responsibilities

* Education and
planning activities

BUDGET
. Design | | i | | P i | | |
Define the plan, the process, and measures: I I L | [ Design || ing |[ Promotion|
. Civic Preservation of Promote | | |
» What are you selling? ity's D a T P =
histaric character, centerof activity, yeiod uoation an vents
* How much do you need or want? identity market ts unique e and fanceto | - Image &
mprovemen existin: randins
« Who are you Se”ing it to? | lessh « Communication . Ec'iauca(\on and businessegand campaiggs
n + Communication « Physical « Education and « Events Initiatives, tools assistance property owners
* What should be your message iti , tools ret onand [ assistance to existing «Image & . e, . EZ"EP‘FE"EUVSWP
. 1 H Improvements businesses and branding planning evelopment
WhO WI” dO the aSklng? + Education and property owners campaigns
o Ti i ist + Entrepr i . .
Timelines - Stratege plonning || devlopment « Use work plans to define your budget and funding needs

« Develop a funding plan — broad base public and private
sector support

Kathy La Plante and Norma Ramirez de Miess

National Trust Main Street Center
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9/20/2012
Marion, VA

Sources of Funding for Revitalization
* Public sector "
» General funds, service agreements ||]|:"> “
= Sponsorship of events, projects
« Grants
* Private sector
« Specific district's stakeholders:
« Special tax assessments
* Membership / partnership programs
« Corporations
« Partnership/sponsorship / marketing

« General — community, visitors

- 30%
« Fundraising grants ,r

« Foundation drives / events ﬂ
« Products 3 ||]|::> 0

What the numbers are showing us...

Top Four Activities (2008-2010)

Percent

0.0 5.0 100 15.0 20.0 250 30.0

Seneral Labor 8
Collsct / Digtr Food 8

luter ¥ leacn @

Legand
B vicginiz [ US
these might not be the top feur s vities for the ration

htto:-//asanaual ingil ica gau/\l

Funding Downtown Revitalization

< Partnerships/ Investment / Membership Programs

— Within Downtown
Building H Business
Owners__I1 Owners
T Downtow’ s

— Community-wide
Residents

« Key Partnerships
— Community Foundations
— Local, State, Fed Grants

+ Other Tools
— Hospitality Tax Share
— Special Tax Assessments
— Fund-raising Campaigns, events
— Special Events sponsorship, fees

Funding and Fundraising
Strategies

- Based on assessed resources
— Programming and Financial Needs
— Current and potential sources
— Budget Development

+ Packaged to reach all sectors and possibilities.
— Focused on value
— Before we ask for money
— Doing the ask
— Accountability

VolunteeringlnAmerica swom

Top-Ranked Activitie| &2

Biiigms 1620 ° m
{1 YOUTH BISTRBUTE, CR
i i 2 5 o m

DISTRIBUTE, OR YourH
SERVEFOOD
,* m 16-64
Funohaise ouLecr, raerare,  Proressiomar Genenas
E DSTRIBUTE, OF MLMAGENENT LARCR [
% ASHSTANCE  TRANSFORTATION

LaBon ,
SERVE FOOD ASUSTANCE THARSHORTATION

Board Commitment to Raising Funds
It’s not all about making cold calls, nor staff doing it all

+ Identifying contacts

(businesses and individuals)

» Going on calls with others
» Developing materials

Developing ideas and
working at fundraising
events

Giving

Nurturing funders (invite to
annual meeting, ask for opinions)

Kathy La Plante and Norma Ramirez de Miess
National Trust Main Street Center
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Marion, VA

in Street Essentials

Funding Responsibilities

BOARD -

Ensuring that the program is well-funded

Developing a strategic business plan for organization
funding

Monitoring financial condition of the organization
Supporting fundraising activities of the organization
Making a financial contribution

Start by Promoting Your Purpose

Is it clear to
everyone what you
do?

Are your goals
clearly articulated?

Is it obvious what
difference you TRE
make? e

= Willthey make a v
g e ision s
contribution or i — mﬁ;’;—{m.wm it
become a friend? N temomy Il of 1, o
) ¥ Prospersus fu'ur
= Will someone attend

your fundraisers
because they
believe in the work
you are doing?

9/20/2012

Organization Committee -
« Preparing fundraising materials

Funding Responsibilities

STAFF -
« Serving as public

« C ing annual ship
campaign

« Planning annual dinner

+ Implementing other fundraising
activities

Other Committees -

« D ping & i ting
plans for committee projects

« Supporting fundraising activities of the
organization

r
ambassador

Making sure work
plan is implemented
Recruiting new
members

Assisting with
membership &
fundraising materials
Tracking
contributions, other
recordkeeping

Fundraising for Downtown

Answers to the Big Four:

1. Why does this organization
exist?

2. Why is it important to the
community?

3. Why should people
support it?

4. Outside of sponsorships
with direct marketing
benefit — what are the top
three reasons why a
person or business should
give your organization
money?

The Fundraising Plan

Components of the Plan

- Municipal contribution
- Annual Pledge Drive
- Friends of Main Street/Residents

- Grants
- Merchandise Sales
- Sponsorships
- Special Event and Special Project
income
- BID, DDA, TIF, EID (other assessment
districts

Every board member must make
a contribution. Professionally and
personally.

How can you ask others for money if you
haven’t given yourself?

wizs00

536,000

e

Tara rums. s 0

Annual Pledge Campaigns

Thank you! Your support, whether financial or through your
participation in events, has been key to our success, and the
success of our community. We have a variety of projects planned
for this year, and ask you to consider how you might want to participate
and include us in your planned giving or advertising expenditures. For
your information, we've included a copy of the projects scheduled.

We hope you will consider investing in the Greater Meredith Program, either
through a financial contribution during our annual campaign, volunteering
for an event, or by sponsoring or participating in one of many community
or retail events planned for this year.

Remember, you don't have to act right now...as these events happen, we will
invite you to participate.

Kathy La Plante and Norma Ramirez de Miess

National Trust Main Street Center
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Virginia Main Street Essentials
Marion, VA

Partners, Supporters or Investors

» Most Main Street Programs are
501(c)(3) tax exempt nonprofits,
not (c)(6) membership
organizations.

» Membership organizations
typically serve only their
members.

* Main Street organizations work
for the benefit of all.

» Main Street Programs are not
Merchants’ Associations.

* Membership programs can limit \

your fund raising abilities. "

1,000 FRIENDS

On-line Pleddina (Memberships)
@

U % . ‘f

'Iﬂ«lﬂi-

A Mambers 15 .

on-line payment costs

Contribute an extra $3 to offset

9/20/2012

Berame a M oStreet Vel mmm—

uereerse © Make it simple!
BENEFITS:

Fieazs mark your mamiartp vl

« Basedon
+ Linting in Main Stvoet busines:
oS employees?
" o e it * Why?
e nouthiy erewtierte, Toe
éf-'u'-- B Offer the
* Opportanty & pirtcipsie 0 i
operiom poscers it opportunity to

- Opportniy w parscipns &

decide how much to
TS contribute.
= « That blank line...
o et sorne ¢ FOCUS ON the
— revitalization value
as the main reason
to contribute
« Sense of
ownership, pride

Miassigpi Man S
fr——

. mehtq-d(uuq
egadog s
Bt oo

Fundraising
Activities
and Events

Website that Educate

Asking for Volunteers and Support

—

RESOURCES  CONTACT US

Create a
Giving
Event on
Holidays
Give
today

to the

Biddeford

Individuals can
be asked to give

more than once
ayear

Happy Thanksgiving from Heart of Biddeford

Dear Kathy, We here at HoB are hoping that you and your
family have a lovely Thanksgiving!

We're also hoping that you are thankful for how much

progress we have made downtown over the past 4

Kears' We are starting our annual fund raising drive and are
oping that you will support the Heart of Biddeford through

the next year so that we can help bring:

-MORE new businesses to Main Street

-do MORE events downtown

-do MORE projects to beautify the downtown area

-do MORE to put Biddeford on the map

-and, do MORE to make Biddeford an even better place to
live, work, and shop!

Please help us get off to a good start by donating
online. CLICK HERE!

*A donation of ANY size is greatly appreciated!

Kathy La Plante and Norma Ramirez de Miess
National Trust Main Street Center

13



Virginia Main Street Essentials
Marion, VA

Solicit Businesses doing
Ibusiness in the District

Ask businesses in the district to make a list of
businesses they use and community organizations
(trash haulers, uniform and carpet supplies,

and beverage
planners, etc.)

+ Have those businesses hand letters to those
vendors, or mail with invoice payment....or go higher
up.

+ Explain the benefits for them tgaunnartaau-
downtown organization

+ Follow up with a reminder

ppliers, S

Game Shows Take Offs

Gather for food and drink, then the
first round of three teams will
compete to answer 20 questions
on Bath subjects such as people,
events, buildings, ships, sports
and other historical and current
topics. Then social breaks will
alternate with two more rounds of
three teams each, before the
championship Round, which will
pit the three winners of previous
rounds against each other to see
who thinks they know Bath and
who really knows Bath! Come
prepared to learn a lot and laugh a
lot and cheer a lot!

$30 admission plus silent auction

Raises between $5,000-$6,000

Can you name this store?
Can you tell us what
business is in this location
now? If so, then maybe

ou should join us for “So
'ou Think You Know
Bath” on April 3rd

9/20/2012

In-Kind Contributions
Are the part of your budget?

+ Sometimes as valuable

as cash.

Including in-kind shows

the true cost of

operations.

+ Whyis it important to
track in-kind?

Posted on a Main Street Facebook Page

Fund Raising

Auctions

Value 519500

Eyeglass Lenses

ed by
Optical Lonsutants, Inc.

£ TREASLRE ALCT

Pocifuely Peakre’s 2nd Arnuol
Fund Rising Zvent
5230 pi - 655
o, Coshidl - s Atk
7:00 pm - 815 pm
O Gl Ty L X s
ot
bt e B ey it
85 pm
o ion

£55 i - Mg
Ui e

ey 30 s g 4.
T e oo i e b e s
One Pair of Varilux Plastic Tormeety i e P

inmam 8 30204

Fsifively Fewauilee - 67:65-57 35

It’s Raining Men Cutie Pie Contest
Conway, SC

* S50 tickets
*Drag Show
*Raised $50,000

T{;\:N[N(, Mlé‘

~ BEAUTY PAGEANT

IIDDED MYSTELY
NIl

MILDLE WYOSTERY
NICHT

Wio e b fobe o Tl O o
e

A g [

PP |

Fun Fundraisers
Washington, MO

A th  waddas  tdh of  mnder  wades
conversatiorn. o usr  fedow  veidents i the
eevale art of specleton cver dever and dviks
ot the Buech Presory

® Codtak start a 636, Diver at 700
8430 o pate or $350 for @ table of &

sREVE L, St o0 20n

WAbHINGTON.N;.

Kathy La Plante and Norma Ramirez de Miess

National Trust Main Street Center
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Virginia Main Street Essentials
Marion, VA

Fundraising and Public Relations
Crossover
* Need 1,000 pre-sales
to get plate created
+ $35.00 = 50% to Main
Street Collierville, 40$
to the TN Arts
Commission and 10%
to the Highway Fund
On-line ordering
$17,500 minimum
raised if 1,000 sold
(sustainable funding?)

NEW PARTNERSHIPS

» Must carefully considered
+ Strategically designed
« Effectively coordinated.

9/20/2012

Who'’s Afraid of Virginia’s Wolves?
Abingdon, VA

Partnerships

* Whatis a “partner” for you?
» Who are your partners at this time?
— What resources they add to your organization?

Build Partnerships with Organizations
that Share Volunteer Interests

+ Faith-based organizations/churches — projects, leadership
+ Schools, Colleges/Universities — internships, projects
» Causes: social, health (cancer society, etc) - projects

Where People Volunteer (2008 to 2010)

» [ducationa 25.0%

Hoszaital 9.2% /
Other 7.2% -
S cport s ak= 1o
' - sociol Sevice 12.9%

Reach Out to Your District & Its Neighbors

« District Stakeholders

— Businesses, employees,
property owners, residents,
clients & customers

— Visitation, block captain
initiative, Give-back programs
+ Surrounding
Neighborhoods
— Homemakers, retires
— Complete families

Meighberhoet Engagement -Numbars
o
Lot %

o EJ

Rcligisus 26854~

o o ETEEE

Kathy La Plante and Norma Ramirez de Miess
National Trust Main Street Center
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Virginia Main Street Essentials
Marion, VA

Using the Trends To Search for Partnerships

+ “Corporate Responsibility”
— Employees — City, banks, large corporations
« participation in committees
+ “My Downtown” volunteer time incentive programs

+ “Service Learning ” 252 ABILLION
— Students — graduation requirements ~ P@@ +
+ College / Universities GreatTient for the Greater Good
« HS, Middle-Schools, elementary
« “Work Training”
— Other nonprofits
— Unemployment office

CPRESIDE,
& Ay
<3 7

» Whatever your program does, needs to lead to
action. Whatever action you take, needs to lead
to VALUE. Focus your work on value

9/20/2012

Build a program worth giving
(time, money, and other resources)

for... Offer Value!

» Main Street must clearly offer opportunities that
bring people together to accomplish RESULTS
that impact the entire community.

— Strategic planning - the importance of outlining
priorities and defining direction

— The value of work plans — “Planning your Work and
Working your Plan”

The Tangible and Intangible
VALUE of Main Street...

All American Small Town

—oown T own-

WA TAND

Bringing Community Together

Kathy La Plante and Norma Ramirez de Miess
National Trust Main Street Center
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Virginia Ma
Marion, VA

in Street Essentials

Preserving Communities’ Unique Character

Promoting Community Activity

9/20/2012

Enhancing Physical Appearance

Strengthening Local Economies

Promoting Community Heritage

Promoting Community Unique Assets

Kathy La Plante and Norma Ramirez de Miess
National Trust Main Street Center
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Virginia Main Street Essentials
Marion, VA

» Packaging and promoting the tangible and
intangible value of Main Street

— Using your statistics to show the value of Main
Street

— Public Relations and Advocacy Plan

9/20/2012

« The Organization

Communications and
Community / Public Relations

» The Promotion Committee

Committee promotes the MS promotes Downtown,
revitalization program, it's
mission, vision, current
efforts, and achievements

events, businesses, and
unique characteristics

What should be your
Message (s)?

Ccan 1 make a
difference in the
revitalization

of downtown
Warerville?

Yes!
By becaming a
DHOWNTOWN
PARTNER

Sed the DNffcronoe
Feel the Differcnce
Make the Difference

Both Organization and Promotion Committees can
work together, combine PR efforts as needed...

imagine what we can do...

g at_":::‘

= together.

Kathy La Plante and Norma Ramirez de Miess

National Trust Main Street Center
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Virginia Main Street Essentials

Marion, VA

9/20/2012

Visitation Program

* Planned
* Not the effort of one
person
—Program director
—Organization
committee

« Convey the sense of
representation — “voice”

« Find out about individual
needs and feedback

« Promote need for involved

—Board members
— “to be part of the effort”

—Other committees
Remember: “WITH” and not just “FOR”

Group Meetings

- Stakeholder meetings
» General — district or community
« Visioning, forums, etc.
« Specific — merchants, businesses,
property owners, employees
* With community groups
« Civic / social / faith-based
+ Neighborhood associations
« With key partners
« City, County
« Large Corporations

& FIRST PRYSH

- CHURCH ]
DOWN Town

MILFORD
VISIONING
WED 7PM

» Newspaper articles :'_._:!

* Annual reports

« Newsletters f':‘f?

* Posters

Main
ANMUAL REPOR™

Avoid accidental work. Don’t fall into
routines that do not provide value...

U Planned coordination or
QO Developed as we go... Accidental work?

Planned Accidental
Coordination Work
Who does

what?

- o

n &
V\ﬁ‘:w? knows?

Norma Ramirez de Miess, National Trust Main Street Center

media

Boonton Main Street..,

Online tools: website, email, social

Other P.R. opportunities & Outlets

¢ Within your district
* Kiosks
® Vacant storefronts
* Shopping bag inserts
* bank deposit slips
¢ Other organizations’ media
¢ Employee publications
¢ Bulletin boards
¢ Insertsin utility bills
¢ Mediarelations
¢ TV, radio, newspapers, etc.
¢ Don’t forget — use events too

Norma Ramirez de Miess, National Trust Main Street Center

Kathy La Plante and Norma Ramirez de Miess

National Trust Main Street Center
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Virginia Main Street Essentials
Marion, VA

Communicating with City, County

« Educating about
— Downtown needs
— The organization’s
« Building/maintaining support
— Financial, logistical
< Report progress, results
— Annual Reports, Council mtgs.
+ ROI - give them the #s!!

* Letyour stakeholders state g
your value - testimonials

it A St €t 8 P & P sl et St

Recognize the City’s Contribution

« Thank them for the
cash
* Thank them for in-kind
« Thank them for allowing
city employees (Police,
parks and rect, Public
works, etc) to “voluteer”
Thank them at the
same time you thank
other volunteers
Thanks them in print

9/20/2012

Don’t assume the city knows
everything about your
organization

« Image of the Downtown
organization

Funding misperceptions
Independent status ~
partnerships

Staff role and Board roles
Life span of the
organization
Organizational identify
Benefit
Communications

Work Plan

State and National ties

Inform Them and Involve Them!

*Regular visits to city
council meetings (staff
and volunteers)
*One-on-one meetings
*Annual Reports —
Reinvestment Stats
*Pre-election white
papers
*“Friend” them
eInvitations to events
—Parade marshals
—Cooking contest judges
—Float judges
—Ticket sellers

Communicating with our sponsors, funders

+ Before —invitation
— When we need them
+ Personal visits
« Packets, materials
+ During — development
— Gathering the details
« Personal visits, calls, emai
— Sharing progress
« Personal visits
« Letters, materials
« After - recognition
— Public & individual as
appropriate

Communicating with your businesses, building owners

« Take the time to learn:
— Businesses —

« their products & services, customers/visitors,
needs

« different/similar areas to competition
— Property owners —

« Interest, capacity to invest, resources,
partnerships

— Residents —
« Interest, vision, opportunities for engagement
« Take time to educate, share, empower:
— Trends, competition, complimentary businesses, etc.
— Assistance - one-on-one, group, specific topics
— Build confidence, foster network, participation

e
=
=
=

=
=
=
—

=
=
=
=

Kathy La Plante and Norma Ramirez de Miess
National Trust Main Street Center
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Communicating with partner organizations Community / Public Relations

Developing Work Plans

Building awareness and support for
the revitalization program

« Finding common grounds
— Collaboration versus competition

— Complimentary versus duplicating
effort

> Direct person to person (1-1)
v’ Visitation program
» Group setting
v’ Stakeholder meetings
v Public presentations to community groups
» Communication tools
v Printed materials
v Onlinetools

« Expanding our reach
— Neighborhood groups
« Families / residents
— Civic & Social agencies
— Youth groups
— Schools
— Churches

Work planning flow chart KEYS to help Main Street Programs succeed:
. Main Street 2011 Work Plan Committee Page
Vision « Defined by the community / stakeholders
Blodty Geal ) dbjeckuer:
Fuiect Ereus dote or rujec Conpleion dnie;
Mission « Outlined by the MS board of directors zg’f:‘::m - Ao - s
S e ———SSR
ISSUeS & priorities  Identified through the visioning process
Work p|an . approved by the board of directors
Pro ects &
\GOALS> I::>€b]ectlvey |:>\ o ) TRUST
¢ Communication * Programming
* board * board & committees * committees
o 3 FR—

Kathy La Plante and Norma Ramirez de Miess
National Trust Main Street Center
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Marion, VA

Resources

THANK YOU!

* National Conferences
— Preservation: Austin, TN, Oct 27-30, 2010

— National Main Streets: Des Moines, IOWA, May
22-25,2011

¢ Online Tools: www.mainstreet.org
—~  www.PreservationNation.org
— MSllist serve, Webinars

¢ Publications:
— MS Bookstore: Revitalizing Main Street

Please share your experiences and success stories!

Norma Ramirez de Miess: «i s
Email: Nmiess@savingplaces.org  Phone: (202) 213-6720
Kathy LaPlante
Email: KLaplante@savingplaces.org Phone: (202) 297-2893

~ Main Street News

* NTMSC On-Site Services
+ Field Services
« Seminars & workshops

National Trust Main Street Center

Kathy La Plante and Norma Ramirez de Miess
National Trust Main Street Center
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